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Abstract 
This thesis explores the use of social media by small northern Nevada farmers to connect with 
locally grown advocates, consumers who purchase and advocate the purchase of locally grown 
foods. Literature regarding small farming resources, the locally grown movement, and social 
media use in agriculture and small business and a set of primary interviews with both northern 
Nevada farmers and locally grown advocates who patronize local food co-ops was completed. 
The data suggested that social media outlets were used by small northern Nevada farmers to 
engage an audience of locally grown advocates who also utilized social media. The research 
found that small northern Nevada farmers engaged an audience of locally grown advocates using 
social media outlets, farmers gained marketing knowledge through state resources, and the Great 
Basin Community Food Co-op existed as a social media model in the Nevada. The thesis 
concludes that farmers could engage with locally grown advocates and sell more produce by 
implementing a public relations plan with a social media component, which would include 
employing Nevada FFA students as interns for northern Nevada farms, following a consistent 
and educational Facebook posting schedule, and attending all state-run marketing workshops and 
conferences focused on agriculture. 
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Chapter 1: Introduction 
Introduction to the Problem 
In northern Nevada, many small farmers attempt to sell their products, while facing stiff 
competition from other small farmers for local consumers (LeRoux, Schmit, Roth, & Streeter, 
2010).  At the same time, some small businesses have seen success with social media outlets as 
they help create a connection with loyal groups of followers for little money (Smith & 
Vardiabasis, 2010). Small farmers fit within the small business category for small farms make 
less than $250,000 gross profit annually (United States Department of Agriculture National 
Commission on Small Farms, 1998). While social media use has grown in popularity for small 
businesses, the population of consumers who prefer locally grown foods has also increased 
(Stanton, Wiley, & Wirth, 2012; Northern Nevada Development Authority & Business Resource 
Innovation Center, 2013). Known as locally grown advocates, this consumer segment often 
communicates with friends and family who share their values for local food consumption and 
could be an important audience for small farmers in northern Nevada (Stanton et al., 2012).   
Therefore, this thesis seeks to determine if social media use is an effective communication tool 
for small northern Nevada farmers to engage consumers who advocate for locally grown foods, 
and if so, which social media tactics best connect the two groups. 
Background and Definitions 
A local food system. From the early 1900s until the early 2000s, the United States food 
system relied heavily on large corporations and exports (Martinez et al., 2010). Interest in local 
food production or direct-to-consumer food production grew between 1994 and 2006 with a 
“37% increase in value of agricultural products sold directly to the consumer” (Bond, Thilmany, 
& Bond, 2009, p. 61). Direct to consumer sales grew from $551 million in 1997 to $1.2 billion in 
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2007 (Martinez et al., 2010). In addition, other outlets for the sale of local food increased in 
numbers during the 2000s, including farmers markets, community-supported agriculture 
organizations, and farm to school programs (Martinez et al., 2010). 
Although numerous definitions exist for the term local food, it is often characterized as 
food grown or processed within 100 miles of its sale location. According to a consumer research 
study from the Hartman Group (2008), 50% of consumers defined local food as products grown 
or made within a 100 miles radius. In addition, researchers Pirog and Rasmussen (2008) found 
that two-thirds of consumers defined local food using the 100 mile radius definition. Local food 
production helps to drive local economies as “consumers in a particular area are purchasing more 
of their food from nearby sources, and…more of the money they spend remains in their local 
community” (Martinez et al., 2010, p. 43). In addition, local food production allows suppliers to 
connect directly with their consumers helping people to better understand and engage with 
agriculture (Creamer & Dunning, 2012). 
Small farmer definition. Local food comes from farms. The 2007 Census of Agriculture 
defines a farm as “any place from which $1,000 or more of agricultural products [are] produced 
and sold, or normally would [be] sold, during the census year” (Vilsack & Clark, 2009, p. vii). 
Within the United States, 91% of farms are defined as small farms (Hoppe, MacDonald, & Korb, 
2010). A small farming-occupation farm consists of an operation that makes less than $250,000 
gross profit annually and “day-to-day labor and management are provided by the farmer and/or 
the farm family that owns the production or owns, or leases, the productive assets” (United 
States Department of Agriculture National Commission on Small Farms, 1998, p. 28). For the 
purpose of this research, all further references to small farms will focus on the two definitions 
above. More than 35% of small farmers’ sales come from local food sales (Martinez et al., 2010). 
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However, small farmers face the challenge of selling low sales volumes and competing with 
other small farmers for business in local markets (LeRoux et al., 2010). Small farmers also lack 
the funds and ability to reach as many customers as medium and larger farming operations reach 
(Cowee & Curtis, 2005).  
Farming in Nevada. According to the 2007 Census of Agriculture, Nevada has 3,131 
farms (Vilsack & Clark, 2009). Nevada farmers grow and raise an estimated 51 types of 
vegetables, 28 types of fruit, eight types of nuts, and 15 animal species for meat and milk 
products as well as numerous crops for export (Louhela, 2013a). Approximately 135 farms sell 
local food within the state and nearly 73% of those farms are located in northern Nevada 
(Louhela, 2013a). Yet, Nevada still imports “approximately nine times current in-state 
production in commodities already successfully grown in Nevada” (Northern Nevada 
Development Authority & Business Resource Innovation Center, 2013, p. 75).  
With little marketing budgets to remain competitive and sell their foods, small northern 
Nevada farmers must find a marketing alternative that is cost-efficient to connect with their 
potential customers (Cowee, Curtis, Morris, & Gatzke, 2009). One possible marketing outlet is 
social media use. Currently, social media strategy emerges as a tool within the small business 
community (Smith & Vardiabasis, 2010). Since small businesses and small northern Nevada 
farms have comparable business characteristics including incomes and number of people 
employed, they can use similar communication methods to reach their customers. As small 
businesses already utilize social media, small northern Nevada farms should be able to use those 
channels as well. 
Social media defined.  All public relations efforts are defined as “a strategic 
communications process that builds mutually beneficial relationships between organizations and 
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their publics” (The Public Relations Society of America, 2013). Public relations efforts include 
traditional news pitching, event planning, internal communications, and social media 
communications. Social media use is a newly established public relations channel designed to 
foster relationships (Coombs & Holladay, 2013). According to Cold Spring Harbor Laboratory 
(2013), an institute that regularly uses social media to communicate scientific research, defines 
social media as 
technologies and platforms that enable social interactions [such as] conversations, 
discussions, [and] content sharing between multiple users on the web and/or mobile 
devices. [Examples include] social networking sites such as Facebook, LinkedIn, and 
Twitter; blogs and wikis, such as The Huffington Post and Wikipedia; and photo and 
video sharing sites, such Flickr and YouTube. (What are Social Media? section, para. 1)  
Social media sites support personal relationships, which also exist through face to face 
interaction; yet, they can also help strangers connect around shared interests or attract people 
based on a common language, race, sex, religion, or ethnic identity (Boyd & Ellison, 2007). In 
addition, social media tools provide a cost-effective opportunity to develop small loyal audiences 
(Smith & Vardiabasis, 2010).  
Locally grown advocates. One such growing audience consists of advocates of the 
locally grown movement. A locally grown advocate is an individual who buys locally grown 
food and promotes his or her food preference when communicating with friends and family 
members who also value locally grown food (Stanton et al., 2012). These individuals tend eat 
food grown close to where they live (DeLind, 2011). According to Pirog and Rasmussen (2008), 
37% of consumer respondents in the western United States identified local food as being grown 
within 100 miles of where they purchased it. Locally grown advocates have developed many 
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resources from which they can obtain local food products such as “farmers markets, CSAs 
[Community Supported Agriculture organizations, and] urban gardens” (DeLind, 2011, p. 275). 
Advocates also rely heavily on outside sources of information to determine where they should 
obtain their locally grown food (DeLind, 2011). Within northern Nevada, advocacy for locally 
grown food has become increasingly popular. Groups like the Great Basin Community Food Co-
op and NevadaGrown work to provide locally grown advocates with resources and tips for 
selecting their food (Great Basin Community Food Co-op, 2013; Louhela, 2013a).  
Connecting small northern Nevada farmers to locally grown advocates. Both small 
farming operations and locally grown advocates exist within the northern Nevada region. Yet, the 
challenge remains to connect these two groups (Northern Nevada Development Authority & 
Business Resource Innovation Center, 2013). This thesis will examine whether social media use 
is an effective marketing tool for small northern Nevada farmers to connect with consumers who 
advocate for locally grown foods and if so, which social media practices best promote local 
agriculture and connect the two groups. The three questions that this research will focus on 
include:  
1. How do small northern Nevada farmers currently solicit potential and existing 
customers, and if farmers use social media practices, which ones do they prefer?  
2. What existing models are present in agriculture marketing and small business 
marketing that have proven to engage audiences around local products, which would 
be applicable to the small farming model?  
3. How do potential customers and advocates view locally grown foods and small farms 
in Nevada and nationally and where do these consumers gain their information?  
This research seeks to uncover the knowledge small farmers possess concerning social 
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media, while synthesizing their current efforts to engage locally grown advocates and increase 
their sales. It also examines a social-media-built relationship between locally grown advocates 
and small farmers and the engagement techniques of small farms. This thesis uses both 
secondary and primary sources to answer the research question. First, the project looks into the 
most relevant information currently in the agriculture and small business fields. The literature 
review includes scholarly articles, dissertations, reports, books, and theses regarding small 
farmer resources, the locally grown movement, and social media use in agriculture and small 
business. Secondly, the project conducts face-to-face interviews with small northern Nevada 
farmers and locally grown advocates and collects archive sources of marketing resources for 
farmers made available from Nevada agriculture organizations. Using the research found, the 
project determines which types of social media help small farmers foster a loyal consumer base.  
This research makes recommendations on social media best practices that could help small 
farmers connect with locally grown advocates using social media or other communication 
tactics. Research from Cowee and associates (2005) and Cowee and associates (2009) showed 
that small farmers struggle to sell produce and keep their businesses profitable when they 
compete with other small farms and larger agriculture operations. In this thesis, farmers may find 
a solution to this struggle as the thesis research evaluates the effectiveness of social media as a 
communication tool for small farmers to reach locally grown advocates. In addition, scholarly 
researchers may use this thesis as a starting point for more research regarding social media in 
other agriculture industries and other geographic locations in Nevada and across the United 
States.
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Chapter 2: Literature Review 
Small Farmer Marketing Resources in Nevada and Neighboring States 
Resources for small farmers in Nevada and in similar states are provided by the state 
government, restaurants, non-profit organizations, and school programs. According to the 
Northern Nevada Development Authority and the Business Resource Innovation Center (2013), 
the Nevada state government created a steering committee to develop a strategic plan to increase 
consumption of local agriculture products. In this same report, the government called for the 
creation of a statewide agriculture marketing program to “create an organized effort to increase 
the sector’s ability to better meet the demands of the buyers and support higher profits for the 
suppliers [in Nevada]” (Northern Nevada Development Authority & Business Resource 
Innovation Center, 2013, p. 81). This emphasis on statewide marketing and supplemental 
resources was also found in Utah and Oregon. 
States with similar resources. Within the state of Utah, a state-run campaign to market 
local food exists. According to the 2012 Utah Department of Food and Agriculture (UDFA) 
Annual Report, Utah’s Own is a program designed “to create a consumer culture to think of and 
purchase products made and grown in the State” (Utah Department of Food and Agriculture 
(UDFA), 2012, p. 71). This program offers resources and marketing advice through the UDFA to 
help growers promote their produce in the state of Utah (UDFA, 2012). It also educates 
consumers on ways to purchase more locally grown food (UDFA, 2012). Within the state of 
Oregon, the Oregon Department of Agriculture (ODA) offers workshops and networking 
opportunities to local farmers to help promote the sale of local food in state. According to the 
2011-2012 Biennial Report from the ODA, the state government agency conducts business 
market development workshops and creates local networks of producers “to achieve greater 
8 
market presence or to overcome production or distribution challenges” (Pokarney, 2013, p. 33). 
Working with restaurant chefs. Relationships with restaurants also offered a resource 
for small farmers to sell more produce and meat. Within the national program Chefs 
Collaborative, a survey of its members revealed “57% of the respondents would prefer to 
purchase direct[ly] from a farmer by either receiving direct shipments from the farm or…picking 
up their products at the farm” (Food Processing Center, 2003, p. 3). By working directly with 
restaurant chefs, small farmers eliminated the cost of selling at farmers markets and they 
developed a steady consumer base. Similar resources to this program are available in Nevada. 
The ‘Producer to Chef’ program provides Nevada restaurants with information about locally 
grown crops by taking restaurant owners to farmers’ fields (Northern Nevada Development 
Authority & Business Resource Innovation Center, 2013). In addition, the ‘Bet on the Farm’ 
program connects chefs with small farms allowing the chefs to purchase produce on a weekly 
basis (Northern Nevada Development Authority & Business Resource Innovation Center, 2013). 
 Non-profit outreach. Small farmers also reach out to local non-profit organizations. 
Groups like NevadaGrown and the Fallon Farmers Collaborative provide marketing materials 
and events to help small farmers promote themselves and sell their products (Northern Nevada 
Development Authority & Business Resource Innovation Center, 2013). The same partnership 
with non-profits has been made with schools to help increase sales and awareness of small farms. 
Farm to school programs, like Nevada Farm to School Network, allow small farmers to sell their 
produce to school food authorities, who use the food to feed school children. (Martinez et al., 
2010). Since the early 1990s, these programs have continued to expand. In 2009, the government 
instituted more than 2,000 farm to school programs in 41 states (Martinez et al., 2010). Within 
Nevada, the Specialty Crop Block Grant Program and the Federal-State Marketing Improvement 
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Program provide funds to local farmers to market their products to schools and other local 
businesses (Northern Nevada Development Authority & Business Resource Innovation Center, 
2013). 
Current Research Regarding the Locally Grown Movement 
Locally grown movement definition. Locations throughout the United States, especially 
northern Nevada, vary geographically making the definition of the locally grown movement less 
centralized on the exact town or city in which a locally grown advocate lives. As mentioned in 
the introduction, local food production generally consists of food grown within 100 miles of the 
purchase location (The Hartman Group, 2008; Pirog & Rasmussen, 2008). This thesis defines the 
locally grown food movement as “a collaborative effort to build more locally based, self-reliant 
food economies – one in which sustainable food production, processing, distribution[,] and 
consumption [are] integrated to enhance the economic, environmental[,] and social health of a 
particular place” (Feenstra, 2002, p. 100).  
Locally grown advocate preferences. The idea of enhancing the economic, 
environmental, and social health of a community is reflected in the consumer preferences of 
locally grown advocates. In a 2010 report from the United States Department of Agriculture, 
researcher Martinez and colleagues (2010) examined other literature and surveys from national, 
state, and local government entities to develop an overview of local food systems in the United 
States. They found that locally grown advocates primarily bought food based on its freshness and 
its ability to support the local community (Martinez et al., 2010). Proponents were also more 
likely to “enjoy cooking, growing a food garden, frequenting health stores, and purchasing 
organic food” (Martinez et al., 2010, p. 29).  
 Other research of locally grown advocate preferences found that advocates also desire 
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more promotion of the food where they live. Researchers Conner, Colasanti, Ross, and Smalley 
(2010) conducted a statewide telephone survey of Michigan residents in 2008 to determine 
consumer habits and behaviors in association with locally grown foods. They found that 74.8% 
of respondents bought locally grown food in the last month (Conner et al., 2010). Respondents 
also indicated that they would be most likely to purchase locally grown food if the products were 
labeled more clearly (Conner et al., 2010). The researchers concluded that better marketing of 
products and more locations of sale would increase locally grown food sales (Conner et al., 
2010). In addition, they found the most significant challenge to purchasing locally grown food 
was its lack of availability, which Martinez and colleagues also found to be a primary issue 
(Conner et al., 2010; Martinez et al., 2010). 
Characteristics of advocates. In her analysis of the locally grown movement, DeLind 
(2011) determined several characteristics of locally grown advocates, who she referred to as 
locavores. She addressed three characteristics of locavores’ relationship to the locally grown food 
movement. First, she explained that novels, films, and media features made locavores believe 
they could change the world by eating locally (DeLind, 2011). This assumption on the part of 
locavores made them feel strongly about power of the locally grown movement. Second, she 
discovered that locavores often consumed information about the locally grown movement 
without questioning how their consumption affected the community as a whole (DeLind, 2011). 
She explained that this characteristic was problematic for the locally grown movement as 
locavores did not know enough about farming to realistically promote the locally grown food 
movement. Her third characteristic combined the effects of the first and second characteristics. 
She concluded that since locavores viewed themselves as individuals and often consumed 
information without question, their lifestyle prevented political and social activism for the locally 
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grown movement (DeLind, 2011). 
Models of Social Media Use in Agriculture and Small Business 
Social media use within agriculture. Within the agriculture community, scholars 
determined the benefits and challenges faced by government entities and scientists who used 
social media to reach their target audience. Researcher Fuess (2011) conducted primary 
interviews with university cooperative extension educators in New York and Wisconsin to 
determine how the government agriculture education agency used social media to educate the 
general public about agriculture within each state. In his research, Fuess (2011) found that the 
extension educators used social media outlets to reach a larger audience, increase awareness of 
the extension offices programs and services, and offer a standard of immediacy not obtainable 
with a press release or newsletter. In addition, he determined that the interviewees’ biggest 
reservations to social media use were the control and privacy issues of the platform, the time 
needed to post, and the training needed to participate on the platforms (Fuess, 2011). 
The increase of awareness about an agriculture organization, which Fuess (2011) 
discovered in his research was also found by scholars looking at agriculture researchers in 
Nigeria. Researchers Sokoya, Onifade, and Alabi (2012) distributed a questionnaire to determine 
social media use of agriculture researchers in south-west Nigeria. Through their research, they 
found that social media channels allowed 42% of researchers to share their acquired knowledge 
with others, creating awareness of their research like the extension educators created awareness 
of their offices (Sokaya et al., 2012; Fuess, 2011). In addition, 78% of respondents received the 
latest information in their particular field of agriculture using social media outlets (Sokaya et al., 
2012). The researchers concluded that effective social media use could allow scientists to share 
their results with other researchers and interested individuals helping to educate farmers and 
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other members of the public about valuable agriculture research findings (Sokaya et al., 2012). 
 Social media success for small businesses. While government entities in the agriculture 
community present strong models of social media use, small business study also creates models, 
which can be applied to this research. By compiling four small business case studies, the social 
media think-tank Hubspot (2010) discovered similarities between the social media use of a 
restaurant, a banking blog, a pool and spa company, and a hazardous waste management 
company. With the use of websites, blogs, Facebook, and Twitter, each business obtained a 
measurable success outcome (Hubspot, 2010). These outcomes included increased online 
engagement, improved attendance at events, and higher revenue earnings after the 
implementation of the social media campaign (Hubspot, 2010). From that information, Hubspot 
(2010) developed an instrument, which explains the most beneficial ways to use social media for 
small businesses. The instrument consists of the following ten traits, which small businesses 
have used to successfully implement their social media: 
1. Commit weekly resources to creating content and engaging in social media.  
2. Have some methods of understanding how social media activity had an impact on 
business results. 
3. Regularly generate content using blogs, Twitter, Facebook or other social platforms.  
4. Don’t try to do use every platform, instead [focus] time and resources on the social 
media channels that drive the best results for their business.  
5. Use social media to drive participation in offline events.  
6. Set clear expectations for customers regarding frequency and types of social media 
interactions their company is willing to provide.  
7. Leverage social media to position their company as a thought leader within their 
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industry.  
8. Provide clear calls-to-action and opportunities to generate leads and new customers 
using social media.  
9. Use information and data from social media to drive business strategy.  
10. Balance paid and organic search engine traffic. (Hubspot, 2010, p. 276) 
The characteristics provided by Hubspot focus on consistency of social media use by businesses, 
activism as a social media user, and evaluation of social media effectiveness based on insights 
provided by social media sites. One trait encouraged businesses to offer the most up-to-date 
information about the small business industry to make the operation an expert in the field. This 
research supported the findings of Sokaya and associates (2012) as they found that agriculture 
researchers relied upon social media sources for expert opinions and the most up-to-date 
information regarding agriculture.
Chapter 3: Methodology 
 The following primary research model was approved by the University of Nevada, Reno 
Social and Behavioral Institutional Review Board on September 5, 2013. The review board 
monitored this study while the student researcher and the faculty mentor conducted their 
research. 
Small Northern Nevada Farmer Interviews 
After completing the literature-based review, this project used primary interviews to draw 
more specific conclusions and provide detailed analysis of the situation in northern Nevada. The 
research included in-depth interviews with five small northern Nevada farmers. The student 
investigator recruited participants through email during October 2013. The small farmer research 
participants were recruited through the student researcher's contacts at the Nevada Department of 
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Agriculture, the Specialty Crop Block Grant program, and her parents' connections within the 
farming community. Contact information was acquired through NevadaGrown.com (Louhela, 
2013a). The student investigator selected farmer participants based on the following criteria: 
1. The farmer’s operation met the small farm definition from the USDA.  
2. The farming operation was located in the northern Nevada region. 
3. The farmer grew vegetables or fruits for human consumption. 
4. The farmer sold his or her produce in northern Nevada. 
5. The farmer provided an email on the NevadaGrown website. 
6. The farmer used a Facebook page to promote his or her operation.  
Fifteen emails were sent to small northern Nevada farmers. Eight farmers responded to the email 
and five farmers agreed to participate in the research. The small farmer participants had farms 
located Churchill County, Lyon County, and Washoe County. 
Locally Grown Advocate Interviews 
The locally grown advocate participants were recruited through the locally grown 
advocacy groups the Great Basin Community Food Co-op, NevadaGrown, and the student 
researcher’s contacts in the farming community. The participants were selected based on the 
following criteria: 
1. He or she ate locally grown food and shared his or her preference with family and 
friends. 
2. He or she lived in northern Nevada. 
The student investigator found two participants using outside resources and this criteria. She then 
used a snowball sampling to ensure a diverse representation from each group was contacted. 
Seven locally grown advocates were emailed and asked to participate. Six advocates responded 
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to the emails and five participated in the research. All participants lived within Washoe County. 
Conducting Interviews with Farmers and Advocates 
The informed consent was obtained via email before the online video interview occurred 
or in person before the face-to-face interview began (See Appendix A). All documents were 
written at a fifth grade reading level verified by the student and faculty mentor's backgrounds in 
journalism to ensure the subjects understood the consent form. Both interview groups were 
contacted through email or by phone and were emailed the consent form once they expressed 
interest in the study. Once a consent form was returned to the student investigator, she planned an 
appropriate date for the interview and the desired interview type based on the research 
interviewee’s request. Two types of interview styles were used during the study. The student 
researcher conducted informal interviews in person in the town where the respondent lived or 
through online video chat with each respondent. The location of the interview was determined by 
the preference of the interview subject. Online video chat interviews were done using the 
program Skype and were recorded using the application Messenger Plus! (for Skype). If the 
interview subjects did not own the technology to use online video chat, the student called them 
on their mobile phones or landlines through Skype to conduct the interview. 
The questions asked during the farmer interviews focused on the current communications 
and marketing approaches used by the farmers, their knowledge of social media, and the benefits 
or issues they experienced using those communication methods to connect with locally grown 
advocates (See Appendix B). The questions asked during the locally grown advocate interviews 
focused on the sources of information the interviewees used to learn about locally grown food 
and the advocates’ reactions to interacting with small farmers through social media platforms 
(See Appendix C). The student researcher asked follow-up questions based on the participants’ 
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responses to the scripted questions to obtain more detailed information regarding each subject. 
The student investigator used her studies in journalism to create additional, unbiased questions 
that were appropriate for each situation. She also asked each participant to provide any additional 
information he or she deemed relevant at the end of the interview. 
The total time commitment for each participant in the study was 45 minutes to one hour. 
The initial email communication and consent form signing and emailing took 30 minutes. The 
interview process took 15 to 30 minutes. Both in person and Skype interviews were audio 
recorded and pseudonyms were used in the recordings and transcriptions as requested. Any 
research subject could voluntarily elect to remove him or herself from the study by request. All 
information collected from the unwilling participant was destroyed. All raw audio footage from 
willing participants was destroyed after the sets of data were analyzed and themes and codes 
were created. 
In addition, artifacts were collected from the interviewed farmers and from the outside 
resources of cooperative extension offices, government entities, and proponent organizations of 
the locally grown food movement in northern Nevada. Each of the Facebook pages of the 
interviewed farmers was examined to determine the accuracy of farmer interviews regarding 
their social media practices. The other artifacts, which included Facebook pages, brochures, 
websites, and resources relating to upcoming workshops and conferences, were cross-referenced 
to ensure the information provided during the interviews was accurate. The artifacts were also 
used to determine how outside resources connected small farmers to locally grown advocates and 
if they used or suggested using social media to do so.  
Descriptive Coding Method 
All interview and artifact information was recorded, documented, and reviewed by the 
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student researcher and faculty mentor and saved on the student’s laptop. Once documented, a 
process of descriptive coding was used to develop common themes. A descriptive code is defined 
as “a word or short phrase that symbolically assigns a summative, salient, essence-capturing, 
and/or evocative attribute for a portion of language-based or visual data” (Saldaña, 2009, p. 3). 
Each interview and artifact was coded using Saldaña’s theory. Once codes were established, the 
student researcher recoded the entire set of data to ensure all codes were documented. Similar 
codes were then grouped into categories and related categories were grouped into three common 
themes. The results section was presented using an inverted pyramid style of research, which 
first addressed the common theme and then worked down to three categories and the 
corresponding codes.  
Strategic Planning Framework 
The conclusions for this research were presented in the form of a strategic plan based on 
the requirements of the Public Relations Society of America. The plan contained a goal, three 
objectives, three strategies, and supporting tactics. The goal was defined as an overarching 
purpose for the research and plan. The objectives were statements, which offered measurements 
to gauge the effectiveness of the plan and corresponded to the strategies. The strategies were 
general statements explaining course of action the plan would take. Each strategy and objective 
corresponded to a set of tactics, which were step by step explanations of implementation of the 
course of action.   
Limitations and Assumptions 
Based on a variety of constraints and biases, this research has several limitations and 
assumptions. One limitation is the focus on a small participant sample for primary interviews. 
Due to time and travel constraints, the primary interviews with small northern Nevada farmers 
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only occurred within an hour drive of the student researcher’s home and the primary interviews 
with locally grown advocates only included participants in the Washoe County area. As a result 
of this limitation, this study does not represent the perspectives of all northern Nevada farmers or 
all locally grown advocates in northern Nevada. In addition, since this study was limited to 
northern Nevada produce farmers, it cannot represent farmers who grow and raise other 
agriculture products, farmers in southern Nevada or all Nevada farmers. 
In addition to limitations, the student researcher had several initial assumptions based on 
her personal experience with agriculture. As the public information intern at the Nevada 
Department of Agriculture, the student researcher worked with small farms through the social 
media channels of government agencies. Based on her experience, the researcher assumed that 
small farmers could use social media and that locally grown advocates would communicate 
through online platforms as well. Despite these limitations and assumptions, the student 
researcher worked to avoid preconceived ideas and tried to identify and eliminate all sources of 
bias before completing this project. 
Chapter 4: Results 
Based on the results from interviews with five small farmers in the northern Nevada area 
and five locally grown advocates in northern Nevada as well as supplemental information from 
agriculture entities, the following themes appeared in the research. Farmers and advocates 
utilized Facebook and websites to provide and acquire information about the locally grown 
movement. To improve their social media presence, farmers gained knowledge from their 
families and state resources. Finally, the Great Basin Community Food Co-op emerged as a 
social media example for the northern Nevada region. 
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Farmer Engagement and Advocate Use of Social Media Channels 
Table 1 
Small Northern Nevada Farmer Social Media Use 
Small 
northern 
Nevada 
farmer 
Facebook 
page 
Website 
Facebook 
post 
frequency 
Photos of 
farming 
Seasonal 
food posts 
Educational 
posts 
Farmer A X X Daily X X X 
Farmer B X X Once a 
week 
X X X 
Farmer C X X Once a 
week 
X X X 
Farmer D X  
Every 
other 
month 
  X 
Farmer E X X Once a 
week 
X  X 
  
The five small northern Nevada farmers used social media outlets to varying degrees 
although all participants recognized the importance of an online presence for their audience of 
locally grown advocates. Of the small northern Nevada farmers interviewed, all five had a web 
presence for their farms either through Facebook and a website or only through Facebook (See 
Table 1). In addition, all five locally grown advocates utilized social media outlets (See Table 1) 
including farm websites, like the River School, and Facebook to collect information about 
locally grown food (River School Farm, 2013). 
Facebook and website importance. All five small northern Nevada farmers stated that 
social media marketing helped them to engage potential customers (See Table 1). Four of the five 
participants used both Facebook pages and websites and one participant used only a Facebook 
page (See Table 1). “Word of mouth only goes so far and we have seen a lot of new interest after 
getting our Facebook up,” said Jake, a small northern Nevada farm interview participant. In the 
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case studies of small businesses evaluated by the social media think-tank Hubspot (2010), the 
organization discovered similar findings and concluded that social media use helped to “generate 
leads and new customers” (p. 5). This finding was also discovered by Fuess (2011) in his 
research of agriculture cooperative extension offices.  He found that social media outlets allowed 
the offices to reach a larger audience than they did before using that form of marketing to reach 
their consumers (Fuess, 2011). 
Table 2 
Locally Grown Advocate Social Media Use 
Locally 
grown 
advocate 
Used 
Facebook 
Used 
Websites 
Desired 
photos of 
farming 
Desired 
educational 
posts  
Desired 
seasonal 
posts 
Unsure about 
farm social 
media 
Advocate A 
X  X X X X 
Advocate B    X  X 
Advocate C X   X X X 
Advocate D  X  X X  
Advocate E X  X X X X 
 
At the same time that the farmer research participants looked to engage potential 
customers through social media outlets, locally grown advocate interview participants frequented 
the same online marketing platforms farmers used. Three of the five locally grown advocate 
interview participants used Facebook to acquire information about their food choices (See Table 
2). “I am friends [on Facebook] with [the Great Basin Food] Co-op and…the River School, and 
whenever something is posted that I am interested in, I go check it out,” said Jeff, a locally 
grown advocate interview participant.  In addition, the other two participants used local farm 
websites (See Table 2). “I am not really interested in updates or anything beyond the essential, 
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which I feel I can find online. [The website is] an easier avenue with less spamming and kind of 
more direct information,” said Quinn, a locally grown advocate interview participant. In her 
analysis of the locally grown movement, DeLind (2011) drew similar conclusions. She found 
that locally grown advocates used outside sources provided by farmers like electronic maps and 
databases to determine where and how to make their local food purchases.  
Education, photos of food, and seasonal Facebook posts. To engage potential 
customers, the farmer interview participants focused on educational, visual, and informative 
Facebook and website posts. All five farmers and all five advocates said educational information 
about the specific farm as well as general farming practices should be included in posts on each 
farm Facebook page (See Table 1 and Table 2). “I think our challenge really is specific to our 
industry and that is trying to get people to understand how [farming] works,” said Wendy, a 
northern Nevada farmer. “I would really like really detailed information so I can be an 
empowered consumer [when] utilizing whatever product I [received] from the farmer,” said 
Quinn, a locally grown advocate.  
In order to educate locally grown advocates, both groups of interview subjects expressed 
interest in Facebook posts, which included photographs and information about seasonal foods. 
Four of the five farmers stated that posts that included a photograph were the most effective 
strategy for reaching and engaging their Facebook audiences (See Table 1). Two locally grown 
advocates stated that they appreciated similar posts (See Table 2). In addition, based on archive 
research of the five Facebook pages of the farms interviewed, each farm posted multiple photos 
per month of their own operation and the crops they grew. “I’ve done some research, and [it] said 
that [by] posting pictures, you get more feedback. So I try to post as [many] pictures of the 
produce as possible,” said Liza, a small northern Nevada farmer.  
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In addition, farmers and advocates emphasized the importance of educating consumers 
about the seasonal crops grown in Nevada. Three out of the five farmers said that they posted on 
their Facebook and websites regarding the produce they grew in each season (See Table 1). Four 
out of five advocates said that they wanted more information about what foods they could eat in 
each season (See Table 2). “If [farmers] were making posts all the time about what’s coming in 
the next yield [and] what’s at the market, then it would be great and I would already know,” said 
Jeff, a locally grown advocate. Locally grown advocate Amanda also explained that she would 
like information about the less popular crops that each farm was growing.  
Providing more specific information regarding the farm through educational posts, 
photographs and seasonal food highlighted an effort by farmers to educate locally grown 
advocates and other consumers about good farming practices. An emphasis on educational 
material was also suggested by DeLind (2011) in her analysis of the locally grown movement. 
She explained that insufficient knowledge existed for locally grown advocates to make choices 
about the food they eat (DeLind, 2011). Farmers’ awareness of the need for educational material 
would not only be beneficial for locally grown advocates, but also researchers as well. This 
practice was supported in international use of social media in agriculture as 78% of researchers 
in Nigeria received the latest agricultural information in their field through social media (Sokoya 
et al., 2012). 
Facebook posting habits. In order to engage customers by posting educational material 
and photographs, the farmer interview subjects stated that they posted regularly on their 
Facebook pages. Three subjects said they posted daily and two participants claimed to post at 
least once each week. “We try and post every day just to keep the interest up,” Jake explained. 
However, based on artifact review of the farms’ Facebook pages, the student researcher found 
23 
that most farmers did not post as regularly as they claimed. Only one farm made Facebook posts 
every day (See Table 1). Three farms posted at least once a week and one farm posted every 
other month (See Table 1). In addition, all farm pages exhibited sporadic posting during the last 
six months. Two of the farms posted multiple times per day, sometimes more than then three 
times a day, and the other three farms skipped multiple days, sometimes weeks, in their posting 
schedules. One farmer indicated the challenge of posting was due to time involvement. “The 
busier we get on the farm, the less time my husband has for getting on and making posts and 
comments,” said Donna, a northern Nevada farmer. This time challenge was also addressed by 
Fuess (2011) when his research revealed that cooperative extension workers were hesitant to start 
using social media outlets because of the time commitment necessary to use that type of 
commitment.  
The farmers’ struggle to manage social media was recognized by locally grown 
advocates. Four of the five advocates stated that they were unsure if farmers could use social 
media effectively (See Table 2). One advocate, Amanda, explained that social media could be 
more efficient if farmers posted more often and found more ways to engage with consumers. A 
similar complaint about farm marketing was found in the research of Conner and associates 
(2010). The study found that based on responses from locally grown advocates, better marketing 
of local food would increase purchases when consumers could identify locally grown food 
sources more easily (Conner et al., 2010). In addition, Hubspot (2010) also concluded that small 
businesses, which “set clear expectations for customers regarding frequency and types of social 
media interactions their company [was] willing to provide,” saw greater success with social 
media use when they posted frequently regarding events and promotions (p. 5). 
Summary. Within the first theme, the overwhelming importance of social media use for 
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both small northern Nevada farmers and locally grown advocates emerged. Both groups saw 
Facebook and websites as tools to further educate locally grown advocates and general 
consumers about seasonal foods and general farming practice. Yet, farmers did not implement 
social media at a high enough level for locally grown advocates to be satisfied with the farms’ 
online presence. 
Gaining Knowledge to Improve Social Media Habits 
Table 3 
Farmer and Advocate Sources of Marketing and General Agriculture Information 
Participant 
Generation X  
age 
Conference and 
workshop attendance 
Listing on 
NevadaGrown 
Knowledge of 
NevadaGrown 
Farmer A  X X X 
Farmer B X X 
X 
X 
Farmer C  X 
X 
X 
Farmer D X X 
X 
X 
Farmer E X X 
X 
X 
Advocate A   
 
X 
Advocate B   
 
X 
Advocate C   
 
X 
Advocate D   
 
X 
Advocate E   
 
X 
 
In order to improve their understanding of the agriculture industry within Nevada, the 
farmer interview subjects shared the avenues through which they acquired new knowledge about 
competing in the farming industry. All five subjects reported using outside resources to gain 
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more knowledge about social media use in the industry. For the farmers, knowledge and 
expertise was primarily acquired through Generation X family members, conferences and 
workshops hosted by government agencies, and the website NevadaGrown (See Table 3). 
Posts from Generation X. Many of the farmer subjects expressed an understanding of 
the difficulty of managing social media as an older farmer. Three of the five subjects who ran the 
Facebook page and or website for their family’s farm also were part of Generation X, giving 
them a better understanding of social media than their parents (See Table 3). “It’s a family owned 
business and my dad is not really into technology and he isn’t super inclined to learn all of this 
stuff so it’s kind of fallen to me…to learn some of it and keep things up-to-date,” said Jake, a 
small northern Nevada farmer. In addition, one farmer hired a Generation X woman to update his 
website because he did not the technical skills. Moreover, one locally grown advocate explained 
that many farmers were older than Generation X making social media use for them more 
difficult. “For some people, they’re never going to [use a computer],” said Nicole, a locally 
grown advocate.   
Artifact research of the Nevada FFA Facebook page (formally known as Future Farmers 
of America) revealed student capabilities to execute social media (2013-2014 Nevada State FFA 
Officers, 2013). The page was run by the 2013-2014 Nevada State FFA officers, who were all 
first year students in college. Consistent daily posting occurred on the Facebook page. Content 
included a variety of agriculture and FFA related posts. As the research from Hubspot (2010) 
found, consistent posting helped increase engagement for small businesses. The Nevada FFA 
Facebook page showed similar results as the student researcher found that most posts received 
more than 10 likes by page fans and some even received more than 100 likes. Most likes 
consisted of current or past FFA members.  
26 
Conference and workshop attendance. In addition to employing Generation X family 
members to run the social media websites, farmers also attended workshops and conferences to 
improve their understanding of marketing and farming as a business model. According to 
artifacts collected from the Nevada Department of Agriculture and the Western Nevada College 
Specialty Crop Institute, both government agencies offered a variety of resources including the 
Nevada Small Conference and social media marketing workshops. Started in 2003, the Nevada 
Small Conference is a conference hosted each year for two to three days in northern Nevada 
(Louhela, 2013b). It features a variety of sessions that address new challenges for small farms in 
Nevada and also provides information about marketing, including social media marketing, 
specific to farming (Louhela, 2013b). In addition, artifacts provided by the Western Nevada 
College Specialty Crop Institute revealed a social media marketing workshop series available to 
farmers. Titled “Social Media Marketing Strategies for Farms & Ranches,” the workshops are 
taught by a Reno, Nevada marketing agency, the Abbi Agency, who is involved in several 
agriculture marketing projects (Louhela, 2013c). Farmers can attend for free and have the 
opportunity to learn about appropriate social media sites to use, ways to engage consumers, and 
methods to measure social media results (Louhela, 2013c).  
All five farmers attended both the Nevada Small Farm Conference and the workshops 
held by the Western Nevada College Specialty Crop Institute at least once (See Table 3). Two of 
the farmers taught sessions at either the farm conference or one of the workshops. “It’s a way for 
us farmers to get together and share…and swap ideas,” said Liza, a northern Nevada farmer. The 
supplementation of resources and workshops through government agencies in Nevada was part 
of the statewide marketing program mentioned above in the Northern Nevada Development 
Authority and Business Resource Innovation Center (2013) analysis of state agriculture. 
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Government assistance for small farm marketing was also offered by the Oregon Department of 
Agriculture and the Utah Department of Food and Agriculture (Pokarney, 2013; UDFA, 2012). 
Both government agencies dedicated state resources to increasing local food production. 
NevadaGrown as a resource for farmers and advocates. As mentioned in the 2013 
Nevada Agriculture Analysis, non-profit organizations like NevadaGrown provide marketing 
assistance as well as online promotion for farmers in Nevada (Northern Nevada Development 
Authority & Business Resource Innovation Center, 2013). The farmers in this study as well as 
the locally grown advocates utilized NevadaGrown as a social media resource. All five of the 
farmer subjects were listed on the NevadaGrown website (See Table 3). In addition, one farmer 
paid for additional advertising to be a featured member of NevadaGrown. “It provides a good 
resource for information on who is in Nevada producing food and where people can go to find it 
and buy it,” said Jake, a northern Nevada farmer. The student researcher found that the 
NevadaGrown website coincided with Jake’s desired use of the website; two of 
NevadaGrown.com’s main goals were to create and promote a sustainable local food system and 
to strengthen the bonds between farmers and consumers (Louhela, 2013a).  
Using NevadaGrown as a resource was a priority for several of the locally grown 
advocate subjects as well. All five advocates recognized the NevadaGrown name (See Table 3). 
Two advocates used the organization’s website to find information about the location and hours 
of local farms and two of the other advocates worked with NevadaGrown through their 
professions. One advocate Nicole explained that she appreciated how the organization made 
local food visible. “The NevadaGrown label for use is great recognition for customers to see the 
twist tie or some sort of labeling on their package. It's easier for the customers to recognize that 
[it] is a locally grown product,” Nicole explained. Other literature suggested that labeling local 
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food could also lead to purchase. Researcher Conner and associates (2010) also found in their 
study that respondents of their survey would be most likely to purchase local food if the products 
had clear labels. 
Summary. Since farmers recognized their limits as communication experts, they sought 
resources to improve their online presence. Within Nevada, farmers had the ability to use 
multiple resources from governmental agencies and non-profits. By employing Generation X 
individuals to manage their social media channels, the farmers were able to use online channels 
they might not otherwise have the ability to utilize. In addition, conferences and workshops 
provided farmers with additional resources to improve their social media marketing. Farmers 
also utilized NevadaGrown as it provided a face for their local products, which all of the locally 
grown advocates recognized. 
Great Basin Food Co-op as a Social Media Model 
Along with the other resources provided by government and non-profit organizations, the 
Great Basin Community Food Co-op works with both small northern Nevada farmers and locally 
grown advocates through a social media outlet making it an important model to evaluate in this 
research. All five farmer participants recognized the store’s name and all five advocates shopped 
within the co-op. In addition, one locally grown advocate worked for the food co-op. Since the 
Great Basin Community Food Co-op has large influence in northern Nevada and it uses of a 
unique social media model to connect small northern Nevada farmers and advocates, the co-op 
became the final theme in this research project. 
Food co-op culture. The Great Basin Community Food Co-op “is a full service natural 
foods market offering fresh organic and local produce, gourmet and everyday groceries, 
hundreds of items in bulk, beer [and] wine,  a wellness department[,] and many hard to find 
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specialty items” (Great Basin Community Food Co-op, 2013, About Us section, para. 3). The co-
op’s members own the store by paying for monthly membership (Great Basin Community Food 
Co-op, 2013). The store has growing popularity and influence on the local food movement in 
northern Nevada. All five locally grown advocates shopped at the Great Basin Community Food 
Co-op for their local produce at least once a month and two of the farmer subjects had sold food 
through the co-op. “[The Great Basin Community Food Co-op] seems to be the biggest 
proponent of it, [locally grown food,] and they are the ones who are actually in Reno with people 
who actually frequent their establishment,” said Jeff, a locally grown advocate. For three of the 
locally grown advocates including Jeff, another appeal of the Great Basin Community Food Co-
op was its role as an organic food retailer. The importance of organic food also appeared in the 
research of Martinez and associates (2010). The researchers found that proponents of locally 
grown food were more likely to purchase organic food as a lifestyle choice (Martinez et al., 
2010).  
 Using DROPP. Although all of the locally grown advocates in the study purchased their 
food from the Great Basin Community Food Co-op store front, the retail store also offers an 
online system, which connects farmers to restaurants and consumers. According to Nicole, the 
locally grown advocate involved with the co-op, the Distributors of Regional and Organic 
Produce and Products (DROPP) system offers an online platform on which farmers and their 
various consumers can communicate regarding food products. Two of the farmers interviewed 
for this research had used or currently used DROPP to distribute some of their produce. 
According to Nicole, the system allows farmers to input the type, quantity, and price of the 
product. Then restaurants and members of the co-op can enter the system to make purchases.  
This system replaced the traditional communication between restaurants and farmers, 
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which was similar to the national program Chef’s Collaborative. More than half of the Chef’s 
Collaborative participants liked to purchase the local food by picking it up at the farm or 
receiving a delivery from the farmer (Food Processing Center, 2003). According to Nicole, this 
second delivery method was ineffective for local farmers in northern Nevada. She explained that 
it was easier for the restaurant when the farmer delivered the food, but “for farmers, they [had] to 
spend a whole day driving around town to every different restaurant and so the idea about 
[DROPP] is they [could] come to one place and drop it off.” 
Setbacks of the DROPP system. Like all models of communication, the DROPP system 
had various setbacks for both farmers and locally grown advocates. Three of the farmers did not 
ever use the DROPP system and one farmer only used it for a short period of time. Two factors 
affected use of the system. First, the three farmers, who never used the system, lived too far from 
the co-op and had other outlets through which they sold their produce. Second, one farm stopped 
using the DROPP system because her product was not selling. “We found that a lot of our lamb 
just didn’t sell…We did much better at the farmers market to be honest,” said Donna, a northern 
Nevada farmer.  This inability to sell products was recognized by the Northern Nevada 
Development Authority and Business Resource Innovation Center (2013) as a large issue for 
small Nevada farmers. 
In addition, four of the five advocates stated that they purchased out of the store front of 
the Great Basin Community Food Co-op rather than through the DROPP system. According to 
the locally grown advocate Nicole, this practice often occurs in the food co-op because the 
DROPP program is geared toward restaurants rather than consumers. “Members can order 
straight through [DROPP] and that’s actually a lot cheaper than buying retail. But…it’s a lot 
different than buying retail. It’s cases and structured” said Nicole. She explained that since the 
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program is designed for larger purchasing customers like restaurants, all of the food is distributed 
in bulk making it difficult for single customers to use the product.   
Summary. Interviews revealed that the DROPP system was one of the first social media 
platforms on which northern Nevada farmers could connect with locally grown advocates. Since 
the system streamlined communications between farmers and consumers, it helped decrease the 
time and effort needed by farmers to sell their product. However, DROPP worked best with 
restaurants, making it impractical for most advocates and consumers to purchase directly from 
the system for their local food supply. 
Chapter 5: Recommendations and Conclusions for Small Farmers Using Social Media 
Based on the literature review and the primary research of this thesis, small northern 
Nevada farmers used social media to engage locally grown advocates and to potentially sell more 
of their local food. The following strategic plan uses the results of this thesis to make 
recommendations regarding ways in which small farmers can connect with the advocate 
audience. These recommendations address the opportunities and challenges, which a social 
media platform presents for small farmers as users. 
Increased Social Media Engagement between Advocates and Farmers 
The goal of the final chapter reflects the thesis of this research: a plan to connect locally 
grown advocates to small northern Nevada farmers using social media platforms. Although little 
literature existed before this thesis, several studies showed that members of cooperatives 
extensions and scientists within the agriculture field used social media to connect with their 
consumers (Fuess, 2011; Sokaya et al., 2012). In addition, the primary research revealed the 
same findings for northern Nevada farmers with their target audience of locally grown advocates. 
The following strategies reflect this premise as well as address additional research findings to 
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develop a complete communications plan, which a small farmer could implement. 
Hiring Nevada FFA Students to Run Social Media Channels 
The results of this thesis revealed that although social media can be used by farmers to 
engage locally grown advocates, often farmers do not have the time or expertise to implement an 
effective social media presence. Most of the farmers interviewed rely upon a Generation X 
family member to implement their Facebook pages and websites. Yet, the time constraint 
associated with farming along with the limited understanding of Facebook prevents most of the 
interview subjects from reaching a large audience of locally grown advocates and fully engaging 
this audience. At the same time, locally grown advocates are active users of social media. In 
addition, Nevada FFA students understand and use social media outlets regularly and search for 
supervised agriculture work experiences, jobs in which they keep records to receive various FFA 
awards and degrees. The first strategy of the plan involves creating a program to allow Nevada 
FFA high school students to run the social media platforms for small northern Nevada farmers in 
a way, which will effectively engage locally grown advocates. The objective of this strategy is to 
plan and implement the program ensuring that farmer participants see an increase in Facebook 
likes and engagement as well as an increase in website visits. 
In order to implement this strategy, small northern Nevada farmers, the Nevada FFA, a 
group of locally grown advocates and organizations like Western Nevada College Specialty Crop 
Institute, the Abbi Agency, and NevadaGrown should be involved. The following tactics will 
explain the execution of this strategy. First, the executive director of Nevada FFA and the 
advisors of Nevada high school FFA, the Western Nevada College Specialty Crop Institute, and 
the Abbi Agency should work together to develop a workshop for Nevada FFA high school 
students. This workshop will present the high school students with social media advice necessary 
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to run a farm’s Facebook page. The workshop should include the findings from this thesis as well 
as a panel of locally grown advocates, who will explain their social media consumption habits. 
Then, NevadaGrown should pair farmers with students based on the students’ interests and the 
location in which they live. Students will work with farmers to manage the Facebook page and 
website regularly. Since Nevada FFA members are able to count this internship as work 
experience, social media management will include regular Facebook posts and website edits for 
free. A regular posting schedule was recommended by Hubspot (2010) as the think-tank found 
that consistent posting and upkeep of the comments section of the Facebook helps to build a 
more engaged audience.  
Using Education to Improve Social Media Presence 
Allowing a Nevada FFA student to intern for a farm also requires educating the farmer on 
new social media and marketing techniques in agriculture. The literature from the Nevada 
Department of Agriculture, the Oregon Department of Agriculture, and the Utah Department of 
Food and Agriculture reveals that the state agencies provide educational information about 
marketing and other resources to improve the communications of a farm in hopes of increasing 
local food production (Northern Nevada Development Authority & Business Resource 
Innovation Center, 2013; Pokarney, 2013; UDFA, 2012). Based on primary interviews and 
collected artifacts, conferences and workshops already offered in Nevada can assist in this 
educational process. The second strategy involves improving small northern Nevada farmer 
marketing education by encouraging attendance at the Nevada Small Farm Conference and at 
workshops offered by the Western Nevada Specialty Crop Institute. 
 Implementation of this strategy may take more time than the first and third strategies. 
First, farmers should allocate sufficient funds to attend or to send their Nevada FFA intern to the 
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Nevada Small Farm Conference each year. At the conference, farmers should go to the 
workshops that focus on business planning, marketing, social media, and upcoming trends in the 
agriculture community to improve their understanding of having an online presence and of 
bettering their agriculture operations. Along with attendance to the farm conference, farmers or 
their Nevada FFA interns should attend free workshops provided by the Western Nevada 
Specialty Crop Institute. At the workshops, farmers should raise questions about their specific 
social media needs to improve their online presence. Finally, at all conferences and workshops, 
farmers should participate in round table discussions to share their own social media successes 
and downfalls and to acquire new ways to reach locally grown advocates through other farmer 
successes. 
Posting Relevant Content on Facebook and Websites 
Whether a Nevada FFA student or the small farmer plans to update the farm’s social 
media presence, specific information should be provided to locally grown advocates. As 
explained by DeLind (2011), the education of locally grown advocates relies upon farmers’ 
abilities to inform advocates not only of the food they should eat, but also how advocates should 
interact in their communities to create sustainable food supplies. Based on the literature review 
and primary interviews, farmers and locally grown advocates emphasized the need for 
educational posts on Facebook and the farm’s website. In addition, advocate interest in posts 
with photos and posts about seasonal food arose. The third strategy outlines the use of Facebook 
posts and website content based on the research collected in this thesis. The corresponding 
objective is to develop and implement a social media plan specific to Facebook and the website 
to be measured by web insights provided by both Facebook and Google Analytics or insights 
provided through the website. 
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Implementation of this strategy will require input of both the farmer and the Nevada FFA 
student. First, each week the farmer should determine important updates on the farm. These 
updates can include a new crop, which has been planted, a farmers market the farm plans to 
attend, or an event the farm plans to hold. This information could also be captured by 
photographs. Then, the farmer should determine which foods are in season on his or her farm 
with corresponding photographs. This information along with updates about other farms should 
be compiled each week into a series of Facebook posts. Farmers or their Nevada FFA interns 
should schedule posts using the Facebook page scheduling tool daily or every other day 
depending on the farming season. Posting must be regular as encouraged by Hubspot (2010) for 
it creates a stable social media presence for the farm. Information about seasonal foods and 
quality photographs should also be added to the website when appropriate. 
Conclusion 
The results from this thesis exhibited a small, but growing interest in social media use 
from both locally grown advocates and small northern Nevada farmers. The data also showed a 
desire from both groups to connect with each other. In addition, resources to help farmers use 
social media were offered by government agencies and other organizations. Based on all of this 
information, this thesis concluded that social media use in northern Nevada could connect locally 
grown advocates and small farmers and that small interest in social media could grow if farmers 
utilized the resources provided to them. 
 This thesis will be beneficial for small northern Nevada farmers looking to use social 
media as a marketing tool. Potentially, it will provide them with sufficient resources to improve 
their online presence, to reach more locally grown advocates, and to sell more of their locally 
grown produce. In addition, this research will benefit researchers in others states looking to 
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address a similar research question. Future research should examine specific farms and their 
Facebook page and website usage within northern Nevada. In addition, research should be done 
to apply a similar research method, with a larger number of participants, used in this study to 
examine southern Nevada farmers, or geographic regions with similar numbers of small farmers, 
to be more generalizable.    
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Appendix A: UNR IRB Consent Form 
UNIVERSITY OF NEVADA, RENO BIOMEDICAL INSTITUTIONAL REVIEW BOARD 
CONSENT TO PARTICIPATE IN A RESEARCH STUDY  
 
TITLE OF STUDY: Helping Small Northern Nevada Farmers Engage Locally Grown Advocates 
Through Social Media 
INVESTIGATOR(S):  Jessica Fagundes,(775) 217-8521; Michael Todd Felts, Ed. D. A.B.D.; M.A., 
(775) 784-4188 
PROTOCOL #:  2014S005 
 
Participant’s Agreement: 
I am aware that my participation in this interview is voluntary. If, for any reason, at any time, I 
wish to stop the session, I may do so without having to give an explanation. I understand that 
refusal to participate will involve no penalty or loss of benefits to which I am otherwise entitled, 
and I may discontinue participation at any time without penalty or loss of benefits, to which I am 
otherwise entitled.  
 
I am aware that the interview will last for around thirty minutes and that I will participate in it at 
my local cooperative extension office or through online video chat.  
 
I understand the intent and purpose of this research. I understand that any significant new 
findings developed during the course of the research, which may relate to my willingness to 
continue participation, will be provided to me.  
 
I am aware the data will be used in an academic thesis paper for the University of Nevada, Reno 
Honors program. I have the right to review, comment on, and/or withdraw information prior to 
the submission of the thesis to the Honors program. The data gathered in this study are 
confidential and anonymous with respect to my personal identity unless I specify/indicate 
otherwise.  
 
If you have questions about this study, please contact Jessica Fagundes, student investigator, at 
(775) 217-8521 or Michael Todd Felts, Ed. D. A.B.D.; M.A., principal investigator, at (775) 784-
4188 at any time. 
  
You may ask about your rights as a research subject or you may report (anonymously if you so 
choose) any comments, concerns, or complaints to the University of Nevada, Reno Social 
Behavioral/Biomedical Institutional Review Board, telephone number (775) 327-2368, or by 
addressing a letter to the Chair of the Board, c/o UNR Office of Research Integrity, 218 Ross 
Hall / 331, University of Nevada, Reno, Reno, Nevada, 89557. 
 
____I grant permission for the use of this information for academic learning purposes. 
 
I grant permission to use one of the following: 
____ My first name only 
____ My full name 
____ Just a pseudonym 
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I would like to have a copy be given a copy of the: 
___ Paper, ____ audiotape, ____ transcribed interview 
 
Additional conditions for my participation in this research are noted here: 
 
I have read the above form, and, with the understanding that I can withdraw at any time and for 
whatever reason, I consent to participate. 
 
_________has explained the study to me and all of my questions have been answered. I have 
been told of the risks or discomforts and possible benefits of the study. I have been told of other 
choices of treatment available to me. 
 
If I do not take part in this study, my refusal to participate will involve no penalty or loss of 
rights to which I am entitled. I may withdraw from this study at any time without penalty. 
 
I have been told my rights as a research subject, and I voluntarily consent to participate in this 
study. I have been told what the study is about and how and why it is being done.  All my 
questions have been answered. 
 
 I will receive a signed and dated copy of this consent form. 
 
 
_____________________ ___________________ 
Participant’s signature Date 
 
_____________________ ___________________ 
Interviewer’s signature Date
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Appendix B: Small Northern Nevada Farmer Interview Questions 
1. Tell me a little bit about your business 
2. What resources do you currently use to engage potential customers? 
3. Do you use social media to market your business? If so, how and why? If not, why do 
you choose not to? 
4. What are the largest challenges you face to reaching your potential customers? 
5. Have you participated in Community Supported Agriculture and what do you think of 
this model? 
6. Do you use resources from organizations like NevadaGrown or Western Nevada College 
Specialty Crop Institute? 
7. Is there anything else you would like to tell me? 
8. Who else do you think I should talk to about this subject? 
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Appendix C: Locally Grown Advocate Interview Questions 
1. Where do you find information about locally grown food and where do you primarily 
purchase the food? 
2. Do you use social media to acquire information about the locally grown food movement? 
3. Would you communicate with small farmers through social media to find more local food 
products? 
4. Do you use groups like NevadaGrown or The Great Basin Community Food Co-op to 
acquire information about locally grown food? 
5. Do you participate in Community Supported Agriculture? What do you think of the 
program? 
6. Is there anything else you would like to tell me? 
7. Who else do you think I should talk to about this subject? 
 
 
 
 
 
